





70 Years of an Industry Partnership 
by 
Roy Keppy 


lf you are near 70, you have been witness to more changes good and bad than 
any other generation from Adam and Eve on. Wow, what a time to have lived. 
Consider the following: we were born before television, before penicillin and 
sulfur, before polio shots, frozen foods, xerox, plastics, contact lenses, frisbees 
. and the pill. 


We were before radar, credit cards, laser beams and ball point pens. Before 
pantyhose, dishwashers, clothes dryers, electric blankets, air conditioners, drip 
dry clothes and before we walked on the moon. We got married first and then 
lived together, how quaint can you be? And our ladies were the last generation 
that were so dumb as to think you needed a husband to have a baby. 


We were before day-care centers, group therapy and nursing homes. We never 
heard of FM radios, tape decks, electric typewriters, artificial hearts, word 
processors, yogurt and guys wearing earrings. Happy Joe’s Pizzas, McDonald’s 
_and instant coffee were unheard of. 


You could buy a new Chevy coupe for $600, but who could afford one? Whata 
pity too because gas was 11 cents per gallon. For one nickel you could ride a 

street car, make a phone call, buy a pepsi or enough stamps to mail one letter 

and two post cards. 


And so the list goes on and on, but the thing | remember most about my early 
life was our home. We didn’t have four bedrooms with a bath. We had four 
bedrooms with a path - complete with a Sears & Roebuck Catalog. Darn those 
slick pages. 


Opening Remarks by Roy Keppy, Chairman of the Board, 1984-1985, at the 70th 
Annual Meeting, National Live Stock and Meat Board, March 22, 1992, The 
Forum Hotel, Chicago, Illinois 








Now | would like to visit with you about 70 years of an industry partnership. 

First of all, | want you, as directors, to know when my first business experience 
with the Meat Board was. It was back in the 60’s when some of us made several 
trips to Chicago to try and get the Meat Board to let us add 4 cents to their 1 
cent checkoff for the benefit of the pork producers. Finally, John Copeland, 
chairman of the Meat Board, said "Roy, we are going to let you have your way, 
but mark my words, we will help you get started and then the producer 
organization will gobble us up." Well, | think that is wrong and should never 
happen. 


In 1984-1985, during the time I was chairman of the Meat Board, we had some 
organization program struggles that had to be worked out. Since that time | had 
heard that organizational relationships were really good, but now | sense that 
there are problems again, which worries me! 


In my opinion there are some consumer issues about meat where it makes 
economic and marketing sense for the different species to work together. There 
are some consumer issues that are larger than individual species. While some 
may argue the differences, the nutritional profile of the different meats are far 
more similar than they are different. Species organizations will not develop 
programs like Nutrition Strategies which was recently recognized by the 
American Heart Association and is to be distributed at the Heart Association 
Annual Food Festival with a total of 2 million plus copies being distributed. 


The Heart Association has told the Meat Board that they will not distribute 
nutrient information on individual species, but because the nutrient studies on 
beef, pork and lamb show all species to be leaner, they will work with us to 
develop and distribute updated nutrition information on meat. 


No retailer will develop different nutrition labeling programs for different species 
- thus the marketing power of Meat Nutri-Facts. 


The production and marketing systems for beef, veal, pork and lamb are very 
similar and significant leverage can be gained when working together. 


When a species has to finance only a portion of a program because of 
leveraged dollars with another species, more program dollars are available for 
additional work. 


There appears to be a lack of understanding with the value of leveraged dollars 
and the value of the meat groups working together. Remember in Past 
Chairman Ralph Howe’s charge to the Board when he said his hogs laid close 
together to keep themselves warm, not to keep each other warm. 





The real competition is poultry, and too much time and energy may be wasted 
arguing with each other while poultry continues to increase their market share. 
In 1990, the share of market was 53.2% for meat, 6.8% for fish and 40% for 
poultry. Speaking of poultry, | recently heard of an ostrich farm being started in 
our neighborhood.. They tell me that the meat is a delicacy and Is quite 
expensive. They say ostrich farming can be very profitable. 


There is room to increase demand for meats! An average American consumes 
just under 4 ounces of cooked meats per day, which includes deli meats. 
Adding only one tenth of one ounce per day equals to literally millions of head 
of additional cattle, hogs, and sheep that would need to be produced to meet 
the demand. 


The idea that there is a conflict of interest at the Meat Board because we have 
species specific and meat programs is nonsense. |! served on the board for 13 
years and as an officer, and have never witnessed anything like this. The Meat 
Board staff has no secrets. Species marketing plans are widely distributed 
when developing a species specific program. 


They always think first of what is best for the species in question, not what will 
the other species think. The bottom line is accurate, supportable information. 


Another aspect of this concern seems to come from people who Say that you 
cannot have a research function and promotion function in the same 
organizations. AGAIN, NONSENSE. This logic seems to suggest that a 
promotion only organization takes liberties with the facts. 


The final aspect that comes to mind is that somehow the Meat Board cannot 
develop hard hitting, cutting edge species specific programs because we are 
hindered by the "other" species. Are they saying that because the Pork Industry 
Group will not take a swipe at beef or because beef will not take a swipe at 
pork? We are not aggressive marketers. McDonald’s, one of the most 
successful marketing organizations in the world, never mentions its competition 
in any way. Again, let me remind you that our competition is not each other, but 
fish and poultry. 


A great deal of lip service has been given to the world partnership, but not much 
sincere effort is demonstrated. In any effective partnership, goals and 
objectives are determined and shared together. There are not secrets, hidden 
agendas and so forth. 





A partnership involves hard work. Anyone can tear the good work apart, but it 
takes a real leader and mature individuals with egos in check to work together. 
The measure of success of an organization is not in terms of control or size of 
budget, but rather in terms of how well the organization fulfills its assignment on 
the team. 


It is time to lower the organizational jealousies and concentrate on 
communication, coordination and cooperation. If all organizations had the same 
vision and common goals, imagine the kinds of programs we could make as a 
united industry. 


Communication and coordination should be the cornerstone of everything we do 
for the industry. 


In my experiences and opinion, many of the issues that surface have their roots 
at staff level. All staff needs to remember are the three "C's when working 
together. Remember they are communication, coordination and cooperation. 


The Meat Board has 70 years of track record. | called some of the home 
economists and dietitians in my area. One was a registered dietitian who 
teaches home economics classes at two area colleges, and also plans menus 
for area nursing homes and a hospital. They tell me that the materials they 
receive are excellent and well done. Posters and pamphlets are good quality 
and very informative. The question | asked was when | mention the word Meat 
Board, what does it mean to you. The common comment was it’s a good place 
to get reliable nutritional information. There is good credibility among 
consumers and professionals. You as a director should make a few similar 
calls. 


If the Meat Board were to be dissolved today, | would bet that in 5 years 
producer groups and affiliated organizations would try to get a similar 
organization started. Why not build on and strengthen what we already have? 


Lets take pride in the accomplishments the Meat Board has achieved in the last 
70 years. My charge to you would be to preserve the reputation the National 
Live Stock and Meat Board has enjoyed over the many years of service to the 
industry. Please think positively and constructively in your deliberations. 


Thanks Bob for giving me this opportunity to speak to the Board. | plan to be at 
the 100th anniversary of the National Live Stock and Meat Board, even if | am a 
little slower. Thanks for your attention. 
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Now | would like to visit with you about 70 
years of an industry partnership. First of all, 
| want you, as directors, to know when my 
first business experience with the Meat 
Board was. It was back in the 60s when 
some of us made several trips to Chicago to 
try and get the Meat Board to let us add 4 
cents to their 1 cent check-off for the benefit 
of the pork producers. Finally, John 
Copeland, Chairman of the Meat Board, said 
Roy, we are going to let you have your way, 
but mark my word, we will help you get 
started and then the producer organization 


will gobble us up. Well, | think that is wrong 


and should never happen. 
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In 1984-1985, during the time | was Chairman 
of the Meat Board, we had some organization 
program struggles that had to be worked out. 
Since that time | had heard that 

organizational relationships were really good, 


but now | sense that there are problems 


again, which worry me! 


In my opinion there are some consumer 
issues about meat where it makes economic 
and marketing sense for the different species 
to work together. There are some consumer 
issues that are larger than individual species. 
While some may argue the differences, the 
nutritional profile of the different meats are 
far more similar than they are different. 
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programs like Nutrition Strategies which was 


recently recognized by the American Heart 
Association and is to be distributed at the 
Heart Association Annual Food Festival with 
a total of 2 million plus copies being 


distributed. 
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Board that they will not distribute nutrient 
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because the nutrient studies on beef, pork 
and lamb show all species to be leaner, they 
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No retailer will develop different nutrition 
labeling programs for different species - thus 


the marketing power of Meat Nutri-Facts. 


The production and marketing systems for 
beef, veal, pork and lamb are very similar and 
significant leverage can be gained when 
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Remember in Past Chairman Ralph Howe’s _ 
charge to the Board when he said his hogs 
laid close together to keep themselves warm, 


not to keep each other warm. 


The real competition is poultry, and too much 
time and energy may be wasted arguing with 
each other while poultry continues to 
increase their market share. In 1990, the 
share of market was 53.2% for meat, 6.8% for 
fish and 40% for poultry. Speaking of 
poultry, | recently heard of an ostrich farm 
being started in our neighborhood. They tell 
me that the meat is a delicacy and is quite 
expensive. They say ostrich farming can be 


very profitable. 
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There is room to increase demand for fe ts! 
An average American consumes just under 4 
ounces of cooked meats per day, which 
includes deli meats. Adding only one tenth 
of one ounce per day equals to literally 
millions of head of additional cattle, hogs, 


and sheep that would need to be produced to 


meet the demand. 


The idea that there is a conflict of interest at 
the Meat Board because we have species 
specific and meat programs is nonsense. | 
served on the board for 13 years and as an 
officer, and have never witnessed anything 
like this. The Meat Board staff has no 
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They always think first of what is best for the 
species in question, not what will the other 
species think. The bottom line is accurate, 


supportable information. 


Another aspect of this concern seems to 
come from people who Say that you cannot 
have a research function and promotion 
function in the same organizations. AGAIN, 
NONSENSE. This logic seems to suggest 
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effort is demonstrated. In any effective 
partnership, goals and objectives are 
determined and shared together. There are 


not secrets, hidden agendas and so forth. 


A partnership involves hard work. Anyone 
can tear the good work apart, but it takes a 
real leader and mature individuals with egos 
in check to work together. The measure of 
success of an organization is not in terms of 
control or size of budget, but rather in terms 
of how well the organization fulfills its 


assignment on the team. 


It is time to lower the organizational 
jealousies and concentrate on 
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cooperation. If all organizations had the 
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the cornerstone of everything we do for the 
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In my experiences and opinion, many of the 
issues that surface have their roots at staff 
level. All staff needs to remember are the 
three "C's when working together. 
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The Meat Board has 70 years of track record. 
I called some of the home economists and 
dietitians in my area. One was a registered 
dietitians who teaches home economics 
classes at two area colleges, and also plans 
menus for area nursing homes and a 
hospital. They tell a that the materials they . 
receive are excellent and well done. Posters 
and pamphlets are good quality and very 
informative. The question | asked was when 
| mention the word Meat Board, what does it 
mean to you.’ The common comment was it’s 
a good place to get reliable nutrition 
information. There is good credibility among 
consumers and professionals. You as a 


director should make a few similar calls. 
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If the Meat Board were to be dissolved today, 
| would bet that in 5 years producer groups 
and affiliated organizations would try to get a 
similar organization started. Why not build 


on and strengthen what we already have? 


Lets take pride in the accomplishments the 
Meat Board has achieved in the last 70 years. 
My charge to you would be to ca serve the 
reputation the National Live Stock and Meat 
Board has enjoyed over the many years of 
service to the industry. Please think 


positively and constructively in your 


deliberations. 
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Thanks Bob for giving me this opportunity to 
speak to the Board. | plan to be at the 100th 
anniversary of the National Live Stock and 
Meat Board, even if | am a little slower. 


Thanks for your attention. 
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